Abstract
Introduction

1.
The life of modern person is largely associated with mass media and, in particular with advertising, which now has stepped beyond the economic sphere. Modern advertising as a sociocultural phenomenon primarily reflects the state of culture and society, the way people live, often forming it and influencing it indirectly through a range of methods and techniques; it shows a modern, living language, it is a kind of mirror of the changes in the language, which makes the need to study the processes taking place in the current text field. Studies prove the validity of assertion about the ability of advertising to influence the literary and language usage, to guide linguistic taste in a society. Occasionally advertising keeps ahead of already existing norms of language, creating new images and models of verbal communication in the trying to maximize the impact efficiency that only later would become an integral part of the linguistic culture. Observations of the language of advertising allowed scholars, on the one hand, to identify common patterns of linguopragmatic development of this type of speech activity, and on the other, to consider advertising as a reflection of active processes in the Russian language in general. The relevance is determined by the fact that modern advertising text regenerates and develops earlier existing means of expression, in particular, at the morphological level of language.
Methods
2.
Theoretical and methodological basis of the study were the provisions of anthropocentric linguistics developed by Émile Benveniste (1966) in the framework of communicative grammar and language level model, as well as the heritage of Charles Bally (1961) of the expressive possibilities of morphological means in a literary text. A dynamic approach to the study of the grammatical potential in advertising is relevant and it is based on the identification and examination of morphological trends as the expressive resources of the advertising text. Solution to a problem is supported by the fact that the foundations of the dynamic study of grammar are laid down in the classical works by L. V. Shcherba, A. M. Peshkovsky, G. O. Vinokur, V. V. Vinogradov, R. O. Jakobson, as well as in the studies of such foreign linguists as Charles Bally, Jerzy Kury owicz. The problem of noun declinability in different Slavic languages as one of the morphological parameters of grammar is embodied in the work of Ursula Doleschal (2001) , the problem of learning the language of advertising, as well as recommendations for the compilation of slogans were developed by Richard J. Valladares (2005) . The study of linguistic aspects of advertising, more precisely the analysis of the language of advertising on the lexical, syntactic and stylistic levels are found in the work of Ruth Römer (1980) , summarizing of the recommendatory nature is contained in the multi-authored monograph of William D. Wells, Sandra Moriarty, John Burnett (2000) . Formation of the advertising style in the Russian language can be seen both as a hypothesis and as an established fact, owing to the numerous foreign and domestic researches of linguists (Kara-Murza, 1997; Kakorin 2003 , Maximov, 2004 Pirogov, Baranov, Parshin, 2000; Zirka, 2008) as in the Russian language advertising one can observe processes enabling to ascertain regular linguistic phenomena. We believe that numerous studies on the Russian language style (Gvozdev, 1967; Vassilyev, 1976 Zemskaya, Kitaygorodskaya, Shiryaev, 1981 Solganik, 1991; Kozhin, 1993; Golub, 1997; Kokhta, 1998; Sannikov, 1999; Moskvin, 2000) allow using the practical and conceptual apparatus to generalize some observations in the language of the advertising text. Formulating the problem -to stylistically highlight morphological phenomena in the language of advertising -at first one should refer to the main aspects of their study in the Russian language stylistics.
The Russian philology is quite actively studying the functional aspect of the mass media language, which is particularly important for the methodological aspect of this work. Identification of certain grammatical tendencies in the functioning of the mass media language and oral public speech suggested by M. Ya. Glovinskaya contributes to understanding not only the laws of grammar, correlated with a specific object, but also helps understand the general principles of functioning of the grammatical system, its potential implemented in the process of speech activity (Glovinskaya, 1996) . One of the important sources of advertising text expressiveness is the variation of the sign, to the study of which are dedicated fundamental researches (Ikovich, 1968; Gorbachevich, 1978; Graudina 1980; Valgin, 2001 ) that served as a basis for the identification and interpretation of different morphological forms of one lexical unit.
In "Essays on the Style of the Russian language" A. .N. Gvozdev writes: "In order to understand the specificity of studying morphological phenomena in stylistics, it is necessary to recall that the stylistics analyzes the facts on the part of their functions, determining both the meaningful and expressive uniqueness of individual linguistic phenomena among others, united by common or similar main meaning. Therefore, synonymous language means constitute an essential part of the stylistic consideration" (Gvozdev, 1967) . The basis of this understanding is the viewpoint of A. M. Peshkovsky when not only grammatical meanings first of all, but merely grammatical synonyms are examined and compared, which indicates the limitations of the stylistic features of morphology. However, the issue of syntactic and non-syntactic forms (forms of inflection and derivation) is specifically considered.
I.B. Golub also puts forward two approaches in the study of the parts of speech stylistics in the "Stylistics of the Russian language". The first approach offers the consideration of their use in different styles of speech and identification of the stylistic activity of certain lexico-grammatical classes and grammatical categories of different parts of speech. The second important aspect of the study is the expressive function of parts of speech and various morphological means of language (Golub, 1997) .
We tend to consider the morphological features of the advertising text as part of the first approach, which reflects the two aspects of expression, namely, inflectional aspect when the unity of the advertising comes into syntactic relationship and derivational aspect when there is an expansion of the morphological paradigm. These processes may occur within the codified language according to the language norm. However, morphological processes are the most obvious and vivid within the framework of the second approach when expressivization of linguistic resources can achieve pragmatic goals and is indicative of deviation from the language norm. It is a language play in which "three phenomena are mostly made play: 1) the status of the word form as the smallest unit of the text; 2) the formal means of expression of various morphological expression units; 3) play with the semantics of morphological categories and forms" (Sannikov, 1999) .
However, the researches in the field of advertising text, over time, have acquired a systemic nature, and one of these summarizing works was the publication by O. S. Issers (2009) , where the author states that "the grammatical system of the language has a significant potential of speech impact, due to several intralingual factors: 1) the possibility of choosing the grammatical form from the language variants available; 2) the ability of using the grammatical contrast; 3) the possibility of forming occasional grammatical forms", thus, highlighting after E. N. Remchukova (2005) "techniques of grammar language units updating" in the advertising text.
Based on the indicated approaches to the analysis and study of the advertising text from the perspective of its morphological "appearance", we addressed the most notable works. The study of E. V. Medvedeva "Advertising Communication" (2004) in the framework of linguo-stylistic analysis provides the detailed quantitative characterization of parts of speech, and their translation peculiarities in the comparative review of English, German and Russian magazine advertising. This approach revealed the following patterns: the dominance of the names of objects and phenomena in all the compared languages; prevalence of usage of words indicating an attribute of an object (adjectives and participles) over the verb. This tendency is confirmed by the activation of morphological processes relating adjectives called "exaggeration". In addition, usage of predicatives in advertising, as a rule, reflects two polar trends in the use of verbal forms in imperative: from recommendatory pardonable, disguised in the form of indicative mood to aggressively imperative (Medvedeva, 2004) .
The study of E. P. Dudina "Semantics and Functions of Lexico-grammatical Units in Advertising" (2006) made a strong statement about the morphological status of ad text as a stylistic unity. Only nouns, adjectives and verbs were analyzed, but the identification and justification of grammatical properties of these units allow us to make generalizations about the morphological components forming the stylistic unity of advertising.
Results and Discussion
3.
The morphological analysis of the advertising text units primarily involves identifying their semantic features in accordance with the lexico-grammatical classes. So, the noun as a nominative unit of the text reflects the specificity of advertising communication, which demonstrates a specific combination of picture and abstract and generalized types of thinking, because there is the same representation of both abstract and concrete nouns. The study found that there are "some of the most frequent nouns in advertising language: life, peace, money, time, quality, people and price. In earlier studies, it was noted that these nouns are keywords or "semantic core advertising language" because they reflect the inherent value of modern "civilization of consumption" and form the basis of the advertising language image of the world that brings them closer to the concept (Dudina, 2006) .
If we consider "the choice of the grammatical form of the available language variants" (Issers, 2009) , the mentioned lexemes are characterized by a number of word forms, for example, the word "life" has more than 40 forms:
Zhizn udalas! [Life is good!; Kazhdaya zhenschina dolzhna byt hot raz v zhizni ryzhey! [Every woman should be red at least once in a lifetime!]; Investiruyte god zhizni v svoyo budushchee [Invest a year of life in your future]; My oformlyaem prostranstvo dlya zhizni [We make space for life]; Naslazhdaytes vkusom, naslazhdaytes zhiznyu! [Enjoy taste, enjoy life!]; My vdokhnem zhizn v vashi steny [We'll breathe life into your walls]; Izyskannoe prostranstvo dlya zhizni [Exquisite living space]; Shchemyashchie, kak vospominaniya o proshlyih zhiznyah [Pinching as the memories of past lives]; Moyo uvlechenie -zhizn! [My passion is life!]; Zhizn -horoshaya shtuka, kak ni kruti! [Life is a good thing, anyway!]
The lexeme life in the advertising text, as a rule, can only have positive quality and such lexico-semantic variants as 'the way of being', 'period of existence', 'environment' carrying a positive semantics are represented.
From the perspective of grammatical forms and categories the noun is exposed to "morphological transformation or usage of the word in another, morphological category, being alien to it" (Kurganova, 2004) , namely: 1) violation in the way of expressing the category of number, cf.: Germes-Finans. Vashi pribyli. (Hermes-Finance. Your profits). The word pribyli [profits] is not correlated with specific nouns and it has no singular-plural form opposition. However, copywriters, guided by communicative purposes, thus create a new emotional and meaningful effect; 2) expansion of "… the conceptual universals of quantitativeness: value, measure, degree, plurality, order and proportions", which are characterized by E. S. Kara-Murza as the activation of structures associated with the phenomenon of exaggeration: A. Dolinsky in the article "The Power of Language and the Language of Power" offers to interpret as "appeals to flee from the advertised goods" (Dolinsky, 2004) . This is explained by the fact that advertising texts, above all, characterized by advertising names expressed by indeclinable nouns L'Oreal, Toshiba. In these texts, according E. S. Kara-Murza, there is 'an agrammatism' -the violation of logical and grammatical connections between words within a sentence and at the junction of two independent sentences" (Kara-Murza 2003), which is expressed in "the tendency to analytism, when the grammatical meaning is no longer expressed by the word form and is conveyed by means of context", on the other hand, the analogy with 'ot kutyur' prepositional word combination which has already become a fixed collocation and corresponds to the French 'haute couture' denoting literally "top-level tailor" or having the second and well-known meaning of "high fashion", which generates the meaning "from the manufacturer". As a result, "Troynaya zaschita ot L'Oreal" ["Triple protection from L'Oreal"] can be interpreted in different ways: 1) similar to the meaning suggested by V. A. Dolinsky -"an appeal to flee from the advertised goods"; 2) "Triple protection (of the body with the help of a cosmetic product) from L'Oreal"; 3) "Triple protection (with the help of a cosmetic product of this cosmetic company) from L'Oreal». Thus, a violation of the semantic connection arises from the incorrectly semantized grammatical form from L'Oreal, from Toshiba.
Rigid pragmatic predetermination of advertising text demonstrates high demands on the selection of language means, including verbs. According to the well-known researcher of advertising texts A. N. Nazaykin, they "better than other parts of speech create an image, a picture in the reader's imagination. Verbs encourage and motivate well. After all, they denote the action, possess the dynamics, movement, concreteness" (Nazaykin, 2003) . Addressing the problem of realization of the function of verbs in the texts of television advertising allows "defining lexico-semantic groups of verbs, the most relevant for the characteristics of the product and the recipient of television advertising, reporting a generalized image of the goods through the prism of the verbal lexicon and describing a typical conduct of the recipient of advertising modeled by the advertiser" (Korotkaya, 2007) . Hence the following groups of verbs can be distinguished: 1) verbs denoting the semantic field of "attitude" that form the image of the goods which can be described as helpers, defenders, mates, donors (it is no coincidence that in the texts the advertised product is often personified), cf: «Nuts» vsegda pomozhet mozgu dobitsya zhelaemogo rezultata ["Nuts" will (Korotkaya, 2007) .
always help the brain to achieve the desired result], V pervuyu ochered «Nuts» pomogaet mozgu [Primarily "Nuts" helps the brain], Orbit Winterfresh zashchitit zuby posle edy i napolnit dykhanie prityagatelnoy svezhestyu [Orbit Winterfresh will protect your teeth after eating and fill your breathing with attractive freshness]; Novyy gel dlya dusha Johnsons s ovsyanym molochkom, medom i nezhnymi uvlazhnitelyami sohranyaet estestvennuyu myagkost kozhi [The new shower gel Johnsons with oat milk, honey and gentle moisturizers preserves the natural softness of the skin]; Kofe sdelay glotok, i novoy zhizni vitok... Tebe podarit kofe «Zhokey» [Take a sip of coffee, and coffee "Jockey" will give you a new round of life ...]; Tolko prirodnaya voda SANTA sposobna dat sily k pobede [Only natural water SANTA is able to give strength to win]
2) verbs as a means of the characteristics of the advertising communication recipient are presented by modal verbs to want, to desire, to be able, verbs denoting purchasing to buy -to have bought, to take, to get, to receive -to have received, to win; verbs of perception to watch, to hear, to feel, etc. The analysis of this group of verbs also allowed the author to conclude that "the most actual verbs in television commercials are ones relating to the subfields denoting 'the intellectual activity', 'the emotional state', 'the functional state', 'possession'. The recipient's physical actions with the goods, the recipient's movement in space and so on are irrelevant for television commercials" (Korotkaya, 2007) .
The specificity of the lexico-semantic groups is accompanied by morphological phenomena. As a result of the observations the most frequent grammatical processes in verbal paradigmatics and syntagmatics characterizing the outdoor advertising are revealed: 1) "the interpretive potential of forms of mood category", noted by O. S. Issers when "with the help of the grammatical form of mood category and word order, the active and passive action can be actualized". It is expressed in the omission of the action initiator (agent and patient) and the use of indefinite-personal and impersonal constructions: role in the formation of figurative-expressive structure of a slogan is played by adjectives. Obviously, the ad text is more often represented by a nominal type of speech, which explains the highly frequent occurrence of adjectives in advertising. The studies have shown that the most frequent adjective new relates to "the basic meanings 'change', 'improvement', which are represented by nouns of high frequency" (Dudina, 2006) .
The general trend to the intensification of a feature is explained by activation of morphological processes in the field of adjectives called 'exaggeration". As a result, in the field of adjectives we observe: 1) the transition of relative adjectives into qualitative ones, and this process is accompanied by the acquisition of grammatical categories of qualitativeness by relative adjectives, they are the degrees of comparison, the superlative form. On the other hand, there is the increase of lexical compatibility, which is obvious because the grammatical processes are affected.
Explaining and detailing these phenomena, we must add that the connotative structure of the slogan explains the predominance of qualitative adjectives in advertising, which in turn gives rise to "the increase of qualitativeness" in relative adjectives. O. S. Issers calls this process "one of the common ways to overcome the "failure" (i.e. lexical and grammatical resources of literary language), which is the use of relative adjectives in the meaning of qualitative ones" (ibid, 2009 There is quite a noticeable trend in the expansion of the paradigm of relative adjectives through the degree of comparison formation. The occasionality is created due to formally unconditioned meaning of the qualitativeness in the generated forms, but the grammatical meaning in spite of everything enriches and extends the semantics of the adjective. Another trend relating to adjectives is found: the violation (or extension?) of the lexical combinability in the word combination due to the personification, cf.: [sincere beer] . The popularity and effectiveness of this technique as another indicator of personification explains the thesis put forward by E. N. Zaretskaya: "If the properties and typical human behavior are transferred to inanimate objects, the importance of the latter is extremely increased. This is the maximum expression of the transfer of meaning" (Zaretskaya, 1998 "Advertising" language is the result of the work of specialists of many branches of knowledge, starting from philologists and linguists and ending with copywriters and psychologists. The language in the advertisement must meet the following criteria: a minimal amount of text should have the maximum number of memorable and convincing information, at the same time, of course, we cannot forget about the ethical, grammatical and other rules and regulations. Linguo-pragmatic approach in the study of the advertising text consistently demonstrates two mutually conditioned processes, which are contrastive: on the one hand, a reflection of active processes occurring in the Russian language in everyday speech. On the other hand, the emergence and functioning of these forms, which show a deliberate use of non-regulatory, noncodified grammatical forms having rather the equivoque character than the wrong one in most cases. Obviously, this fact once again brings us back to understanding of the advertising text as a complex multi-aspect unit possessing a pragmatic dominant.
Conclusion
5.
Separate lexemes are functionally conditioned by the representation of some of the most striking trends in the grammatical language of advertising text:
1. The expansion of the lexical and grammatical word forms characteristic of realization of nominal parts of speech. There are two ways concerning noun: changing the logical and semantic concepts related to the quantitativeness, the use in correlative forms of singular and plural of abstract nouns, not having earlier the form of the plural; the adaptation of proper names of foreign origin as the declinable units. As for the adjective we can observe the intensification of "the qualitativeness" process in relative adjectives, which is expressed in the formation of comparative and superlative degrees. 2. Despite the fact that the verbal lexeme is considered to be less active than adjectives in some studies, the stability and frequency of some of the processes that are inherent in advertising communication should be noted: 1) the use of the imperative form of the verb, both of existing and potential or occasional; 2) the formation of the image of the goods as helpers through verbal lexeme or the personification of goods through actions that are typical of man. 3. Observation, and then an analysis of linguistic material suggest that the ad text as a vivid stylistic phenomenon often reflects active processes specific to the language and media text in particular. But the manifestation and activation of grammatical processes in the advertising text testifies not only to expansion of the arsenal of means of expression, but also the intensive grammatical shifts caused by both internal linguistic and external factors.
